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This research analyses the advertisements of Quan Guo Dian Zi which is the 
biggest 3C products multiple shops in Taiwan. Furthermore, the research will take 
marketing strategy, semeiology, narratology as the reference books. The main goal of 
this research is to understand how this enterprise can use the story-telling with 
commercial films to persuade consumers are willing to buy their products. In 2000, 
this marketing strategy wins not only achievement but also the loyalty of consumers. 
Nowadays, people will consider not only quality of products but also other 
factors when they are spending their money. This is the reason to make the enterprise 
start to change their selling strategy. They use the story-telling to bring the products 
into another level. They create a new way to show consumers their service and 
products. People can’t see what they have from the films directly, but can see a 
touching story which tell us the real life for a part of people they don’t have enough 
money to pay their needs and how the enterprise do help to them in front of self 
benefit. This strategy gets their target consumers successfully. 
Quan Guo Dian Zi takes the films about the poor family who face the problems 
of their necessary via story-telling. For touching people, they focus on selecting every 
character and tool for story to establish the truly image for audiences. Also, they 
appeal to the connected myths to smooth the narration of the stories. 
Via these stories, Quan Guo Dian Zi builds the new image in not only their  
target consumers but also wild people. Moreover, their brand become the sunshine for 
the weak prospects, they solve their living problems and provide budget plans. These 
services let people feel the enterprise is not only living for advantages now, 
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